Factors affecting the purchase and use of sweet potatoes by Law, Jerry M
Louisiana State University
LSU Digital Commons
LSU Agricultural Experiment Station Reports LSU AgCenter
1977
Factors affecting the purchase and use of sweet
potatoes
Jerry M. Law
Follow this and additional works at: http://digitalcommons.lsu.edu/agexp
This Article is brought to you for free and open access by the LSU AgCenter at LSU Digital Commons. It has been accepted for inclusion in LSU
Agricultural Experiment Station Reports by an authorized administrator of LSU Digital Commons. For more information, please contact
gcoste1@lsu.edu.
Recommended Citation
Law, Jerry M., "Factors affecting the purchase and use of sweet potatoes" (1977). LSU Agricultural Experiment Station Reports. 563.
http://digitalcommons.lsu.edu/agexp/563
Bulletin No. 706 October 197
LIBRARY-BR
factorzs
affecting
the pciRcbase
aria use of
f
LOUISIANA STATE UNIVERSITY
AND AGRICULTURAL AND MECHANICAL COLLEGE
Center for Agricultural Sciences
And Rural Development
AGRICULTURAL EXPERIMENT STATION
DOYLE CHAMBERS, DIRECTOR
Preface
This report is intended to provide an insight into factors affecting the
purchase and use of sweet potatoes. It contains information on the extent
and frequency of use of sweet potatoes, why some consumers never
purchase the product, and why many purchase infrequently. It also con-
tains information on consumer preferences regarding various quality fac-
tors, and on consumer views regarding what should be done to make the
product more acceptable.
The findings are from a consumer survey in five cities of the northeastern
United States where per capita consumption of sweet potatoes is low
relative to other market areas. Members of the industry, from farmer to
retailer, should find the results useful as a guide to effective marketing,
promotion, and merchandising of sweet potatoes. The results should be of
particular interest to research workers in developing sweet potato varieties
and products tailored to consumer requirements and preferences.
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Factors Affecting the Purchase
and Use of Sweet Potatoes
Jerry M. Law*
Introduction
This study of consumer attitudes toward sweet potatoes was undertaken
to provide guidelines for programs of mutual benefit to the industry and the
consumer. Information about factors affecting the purchase and use of
sweet potatoes is needed by the industry as a basis for more effective
marketing, promotion, and merchandising activities. It is also needed as a
guideline for research workers striving to develop sweet potato varieties
and products tailored to requirements and preferences of the consumer. The
study was initiated in recognition of these needs and out of concern about a
long time decline in per capita consumption of sweet potatoes in the United
States.
The findings are based upon information obtained from 2,525 house-
holds in five cities of the northeastern United States during 1975. The
households in the sample 1 were selected at random from the metropolitan
areas of Milwaukee (Wisconsin), Cincinnati (Ohio), Pittsburgh (Pennsyl-
vania), Rochester (New York), and Boston (Massachusetts). Information
was obtained by personal interview in the households of consumers. For
purposes of the study a household was considered to be any occupied
dwelling with cooking facilities. The interview was conducted with the
individual who usually decided which food items were to be purchased for
the household.
Why Some Consumers Don't Buy Sweet Potatoes
Consumers were asked if they had prepared and served sweet potatoes in
the home at least once during the year preceding the time of the interview.
For purposes of the study they were classified as users or nonusers,
depending upon whether they responded "yes" or "no" to the question.
*Professor, Department of Agricultural Economics and Agribusiness, Louisiana Ag-
ricultural Experiment Station, Louisiana State University, Baton Rouge, Louisiana.
'The sampling procedure and sample reliability are discussed in more detail in Appendix
A.
Accordingly, approximately 1 7 percent of the consumers interviewed were
nonusers (Table 1 ). Nonusers were asked for reasons why they had not
prepared and served sweet potatoes. The majority (52.5 percent) indicated
no specific reason, 2 but said they just did not care for sweet potatoes. Main
reasons given by other nonusers included dislike of sweet taste, trouble to
prepare, and high calorie content. Less than 3 percent of the nonusers gave
reasons having to do with undesirable quality factors. (Table 2).
Table 1 .— Proportion of consumers who were users and nonusers of sweet potatoes
Households
Item Number Percent
Users
Nonusers
2,091
434
82.8
17.2
All applicable 2,525 100.0
Table 2. — Reasons given by consumers for not using sweet potatoes
Households
Reasons for not using sweet potatoes Number Percent
Just don't care for sweet potatoes
Don't like sweet taste
Too much trouble to prepare
Diet doesn't permit
Too expensive
Mushy, mealy, or gummy
Don't cook at home
No response
228
75
58
22
16
12
10
13
52.5
17.3
13.4
5.0
3.7
2.8
2.3
3.0
All applicable 434 100.0
Except for demographic data presented in the Appendixes, no additional
information was requested of nonusers. The remainder of the text is about
those consumers who do use sweet potatoes.
Frequency of Sweet Potato Purchases
Approximately 83 percent of the consumers indicated that they had
prepared and served sweet potatoes in the home at least once during the
year preceding the interview; however, most were infrequent users. Al-
most 72 percent of the users reported purchasing sweet potatoes not more
than six times during the year. The most often reported frequency was
twice during the year (Table 3). Purchases ranging from seven to 12 times
during the year were indicated by about 18 percent of the users. A few
interviewers attempted to get specific reasons by probing.
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Table 3. — Frequency with which sweet potatoes were purchased by consumers
Households
Times purchased during year Number Percent
1 241 11.5
2 370 17.7
3 269 12.9
4 254 12.1
5 140 6.7
6 222 10.6
7 20 1.0
8 37 1.8
9 7 0.3
10 59 2.8
1
1
2 0.1
12 249 11.9
13 - 24 133 6.4
25 - 48 55 2.6
49 - over 29 1.4
No response 4 0.2
All applicable 2,091 100.0
consumers (1.4 percent of the users) reported purchasing sweet potatoes
about once per week or more on the average.
Those who indicated purchasing sweet potatoes less than once per month
(78 percent of the users) were asked for reasons why they did not purchase
more often. The response for more than one-third of the group was that
some members of the family did not like sweet potatoes (Table 4). Other
relatively frequent reasons were "sweet potatoes are considered a seasonal
or special occasion dish , " " other foods are preferred except on occasion
, '
'
'
'too high in calories, ' ' and "generally don't think about sweet potatoes. '
'
Table 4. — Reasons given by consumers who purchase sweet potatoes less often than
once per month
Households
Reason for infrequent purchases Number Percent
Some members of family don't like sweet potatoes 576 35.5
Consider it a seasonal or special occasion dish 246 15.2
Prefer other foods 190 11.7
Too high in calories 152 9.4
Don't think about them 140 8.6
Too expensive 67 4.1
Not always available 52 3.2
Too much trouble to prepare 32 2.0
Miscellaneous 29 1.8
Don't know 74 4.6
No response 63 3.9
All applicable 1,621 100.0
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Sweet potatoes reflect a special occasion or holiday image for the
majority of consumers. Sixty percent of the users said they served sweet
potatoes only on certain occasions. The occasions were mostly Thanksgiv-
ing, Christinas, and Easter holidays, and when having guests in the home
(Table 5).
Table 5. — When sweet potatoes are served by consumers who use the product only on
certain occasions
Households
Occasion sweet potatoes served Number Percent
Holidays and when we have company 396 31.5
Thanksgiving and Christmas 386 30.7
Thanksgiving 197 15.6
Thanksgiving, Christmas, and Easter 78 6.2
Thanksgiving and Easter 38 3.0
Other 1 152 12.1
No response 11 0.9
All applicable 1,258 100.0
Includes various combinations of the above occasions.
Almost half of the consumers also indicated they purchased sweet
potatoes only during certain months. However, the months indicated by
most were those which covered the major holiday periods associated with
peak sweet potato consumption. November and/or December were indi-
cated by the majority (Appendix Table 10). Many consumers indicated
they purchased only during the winter months, or during November
through March. If sweet potatoes were of higher quality during the late fall
and winter months, one might suspect that this influenced seasonal con-
sumption. However, there was no evident concern on the part of the
consumer about possible variations in sweet potato quality at different
times of the year. The overriding factor influencing the time of year sweet
potatoes were purchased appeared to be the image that this is a cool-
weather-holiday food item.
Consumer Buying Habits
Forms of Sweet Potatoes Purchased. — Consumers were asked what
form of sweet potatoes they usually buy. Sixty-three percent said they
usually buy fresh sweet potatoes. Almost 37 percent said they usually
purchase canned sweet potatoes. The remaining few indicated frozen sweet
potatoes as the usual form purchased 3 (Table 6).
3The proportion of consumers indicating forms usually purchased does not necessarily
equal the proportionate amount of each form that is consumed.
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When asked what other forms they purchase, almost half of the respon-
dents indicated none. Canned sweet potatoes were the predominant choice
of those who bought other forms in addition to their usual purchase (Table
6).
Purchases by Weight vs. Count. — Approximately two-thirds of the
consumers said they purchased fresh sweet potatoes by count. When asked
how many they usually purchase at a time, the more typical responses were
in the range of three to six sweet potatoes (Table 7). Most of the remaining
one-third who purchased by weight indicated usual purchases ranging from
1 to 5 pounds, but the more typical weights were 2 and 3 pounds (Table 7).
Factors in Shopping for Fresh Sweet Potatoes. — Consumers were
asked to rank the relative importance of price, color, size, and shape as
factors taken into consideration when shopping for fresh sweet potatoes.
The most important consideration for over 40 percent of the respondents
was the size of the sweet potato (Table 8). An additional one-fourth of the
Table 6. — Proportion of consumers who purchase specified forms of sweet potatoes
Form purchased
Usual purchase Purchase in addition to usual
Households Households
Number Percent Number Percent
Fresh 1,317 63.0 284 13.6
Canned whole 573 27.4 491 23.5
Canned cut 172 8.2 201 9.6
Frozen 25 1.2 39 1.8
None 980 46.9
No response 4 0.2 96 4.6
All applicable 2,091 100.0 2,091 100.0
Table 7. — Proportion of consumers who purchase specified amounts of fresh sweet
potatoes at one time by count or by weight
Purchase by count Purchase by we ight
Pounds or
Households Households
number purchased Number Percent Number Percent
10 0.9 44 8.7
2 94 8.6 174 34.3
3 150 13.7 143 28.1
4 331 30.3 53 10.4
5 145 13.3 58 11.4
6 230 21.1 9 1.8
7 20 1.8 1 0.2
8 60 5.5 1 0.2
9 or more 47 4.3 25 4.9
No response 6 0.5 0 0.0
All applicable 1,093 100.0 508 100.0
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Table 8. — Relative importance of price, color, size, and shape as factors considered
by consumers when shopping for fresh sweet potatoes
Most 2nd most 3rd most
important important important
consideration consideration consideration
Households Households Households
Factors
considered Number Percent Number Percent Number Percent
Size 664 41.5 548 34.2 270 16.9
Color 410 25.6 420 26.2 457 28.5
Price 347 21.7 227 14.2 323 20.2
Shape 180 11.2 406 25.4 551 34.4
Total 1,601 100.0 1,601 100.0 1,601 100.0
respondents considered external color as the most important consideration.
About one-fifth considered price first, but about an equal number listed
price as the third most important consideration. Sweet potato shape ap-
peared to be of least concern among the four factors in shopping for fresh
sweet potatoes.
Storage of Fresh Sweet Potatoes
When asked where they stored fresh sweet potatoes, over 42 percent said
the refrigerator (Table 9). Evidently, many consumers are unaware that this
procedure is not recommended. Twenty-seven percent stored fresh sweet
potatoes some place within the main part of the house, such as the kitchen
cabinet, pantry, or vegetable bin. Areas used by others included the storage
cellar, basement, or garage.
Relatively few consumers indicated they stored sweet potatoes for more
than 2 weeks. The more typical responses were "up to 3 days" and "up to
1 week" (Table 10). When asked if they had any problems with sweet
potatoes going bad in storage, almost 17 percent responded "yes."
Table 9. — Place used by consumers for storing fresh sweet potatoes
Households
Storage place Number Percent
Refrigerator 677 42.3
Vegetable bin, kitchen cabinet, pantry 432 27.0
Storage cellar, basement, garage 345 21.5
None (use as purchased) 136 8.5
No response 11 0.7
All applicable 1,601 100.0
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Table 1 0. — Length of time sweet potatoes are usually stored by consumers
Household s
Usual storage period Number Percent
Up to 3 days 569 38.8
Up to 1 week 568 38.8
Up to 2 weeks 202 13.8
Up to J weeks A74/ J.Z
Up to 4 weeks 29 2.0
More than 4 weeks 33 2.2
No response 17 1.2
All applicable 1,465 100.0
How Consumers Use Sweet Potatoes
Usual Method of Preparation. — The vast majority (83 percent) of
users said they usually prepared sweet potatoes in the candied or baked
form, with candied being slightly more popular. Usual ways indicated by
others, in order of importance, were boiled, cooked in a casserole, and
fried. Some, apparently referring to ready-prepared sweet potatoes, indi-
cated heat and serve (Table 1 1 ).
Use with Special Dishes. — More than 65 percent of the respondents
indicated that they normally serve sweet potatoes with special dishes.
When asked what special dish(es), the more typical responses, in order of
importance, were "with ham or turkey," "with turkey or chicken," and
"with ham or other pork meat" (Table 12).
Use as Substitute for Other Dishes. — About 45 percent of the
respondents said that when they serve sweet potatoes, the dish is consid-
ered as a substitute for other dishes they might have served. When asked to
indicate the dishes for which sweet potatoes were substituted, approxi-
mately 87 percent specified Irish potatoes. Some used sweet potatoes as a
substitute for other starchy foods and some for a yellow vegetable (Table
13).
Table 11. — Ways consumers usually use or prepare sweet potatoes
Households
Way used or prepared Number Percent
Candied 760 36.3
Baked 665 31.8
Candied or baked 318 15.2
Boiled 202 9.7
Cooked in a casserole 44 2.1
Fried 39 1.9
Heat and serve 37 1.8
No response 26 1.2
All applicable 2,091 100.0
1
1
Table 12. — Special dishes with which sweet potatoes are normally served by
consumers
Households
Special dish Number Percent
With ham or turkey 442 31.7
With turkey or chicken 100 on 7
With ham or other pork meat 294 21.1
With ham or turkey or chicken 125 9.0
With pork or poultry or beef 92 6.6
With beef 14 1.0
No response 26 1.9
All applicable 1,392 100.0
Table 13. — Dishes for which sweet potatoes are considered a substitute by consumers
Households
Dish Number Percent
Irish potatoes
Other starchy dishes
A yellow vegetable
No response
800
93
29
8
86.9
7.9
3.8
1.4
All applicable 930 100.0
Consumer Reaction to Fresh Sweet Potatoes
Respondents who indicated that they bought fresh sweet potatoes were
asked to consider the size, shape, external color, and internal color of fresh
sweet potatoes they find available. They were asked to indicate whether
they were satisfied or dissatisfied with respect to each characteristic. The
responses of those who indicated they were satisfied are summarized as
follows:
Fresh Sweet Potatoes
Quality Percent of
factor respondents satisfied
Size
Shape
External color
Internal color
Consumers who indicated they were not satisfied with a particular charac-
teristic were asked to give reasons for their dissatisfaction. The results are
discussed below.
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84.2
91.8
94.2
95.3
Size. — More than 15 percent of the respondents expressed dissatisfac-
tion with the size of sweet potatoes available. When asked reasons for
dissatisfaction, more than half indicated that sizes were not uniform
enough. About one-fourth thought sizes were too large, and 14 percent felt
sizes were generally too small (Table 14).
Table 1 4. — Reasons for consumer dissatisfaction with the size of sweet potatoes they
find available
Household:
Reason for dissatisfaction Number Percent
Not uniform enough 132 53.9
Too large 62 25.3
Too small 34 13.9
No response 17 6.9
All applicable 245 100.0
Shape. — About 8 percent were dissatisfied with the shape of fresh
sweet potatoes available to them. As with size, the main reason for
dissatisfaction was lack of uniformity. Other reasons given most frequently
were "too long" and "misshapen or twisted" (Table 15).
Table 15.— Reasons for consumer dissatisfaction with the shape of sweet potatoes they
find available
Reason for dissatisfaction
Households
Number Percent
Not uniform enough 42 33.9
Too long 34 27.4
Misshapen or twisted 27 21.8
Too round 9 7.2
No response 12 9.7
All applicable 124 100.0
External Color. — Slightly more than 5 percent of the consumers who
bought fresh sweet potatoes were dissatisfied with the external color of the
product. Reasons mentioned most often were "black spots," "prefer
whiter color," "prefer redder color," and "dull, drabby" (Table 16).
Internal Color. — Fewer people (about 4 percent) were dissatisfied
with internal color than with the other visual characteristics of sweet
potatoes. Main reasons given by those expressing dissatisfaction with
internal color were "not orange enough," "not light enough," and
"sometimes greenish color" (Table 17).
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Table 1 6. — Reasons for consumer dissatisfaction with the external color of fresh sweet
potatoes they find available
Households
Reason for dissatisfaction Number Percent
Black spots 26 31.3
Prefer whiter color 15 18.1
Prefer redder color 14 16.9
Dull, drabby 10 12.1
Mottled, scurfy 4 4.8
Artificial color 4 4.8
No response 10 12.1
All applicable 83 100.0
Table 1 7. — Reasons for consumer dissatisfaction with the internal color of fresh sweet
potatoes they find available
Households
Reason for dissatisfaction Number Percent
Not orange enough 23 34.9
Not light enough 14 21.2
Sometimes greenish color 9 13.6
Mottled, dark spots 1 1.5
No response 19 28.8
All applicable 66 100.0
Respondents were also asked to rate the baking quality, texture, flavor,
and overall quality of the fresh sweet potatoes they had been buying. The
ratings were on a scale of 1 to 9, with 1 being desirable and 9 being
undesirable. A large majority indicated favorable ratings (i.e., 1, 2, 3, or 4)
for each of the three quality factors as follows:
Fresh Sweet Potatoes
Quality Percent of respondents
factor rating favorably
Flavor 89.2
Texture 83.2
Baking quality 78.8
Evaluations of flavor were concentrated heaviest on ratings of 1 and 2.
Baking quality and texture were concentrated more on ratings of 2 and 3
(Appendix Tables 13, 14, and 15).
The overall quality of fresh sweet potatoes was rated favorably by more
than 87 percent of the respondents, with 76 percent of them giving the
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product a rating of 3 or higher (Table 18). The overall quality of fresh sweet
potatoes was rated from 6 to 9, or unfavorable, by about 4 percent of the
respondents. Main reasons given for unfavorable ratings were ' 'coarse and
stringy," "poor flavor," "not as good as the old type," and "hard spots"
(Table 19).
Table 18. — Consumer rating of the overall quality of fresh sweet potatoes
Households
Rating 1 Number Percent
1 410 25.6
2 419 26.2
3 388 24.2
4 186 11.6
5 135 8.4
6 26 1.6
7 14 0.9
8 11 0.7
9 6 0.4
No response 6 0.4
All applicable 1,601 100.0
1 Based on a scale of 1 to 9, with 1 = desirable, 9 := undesirable.
Table 1 9. — Reasons given by consumers who gave unfavorable ratings to the overall
quality of fresh sweet potatoes
Household:
Reason for unfavorable rating Number Percent
Coarse and stringy 30 52.6
Poor flavor 11 19.3
Not as good as old type 8 14.1
Hard spots 6 10.5
Too dry 2 3.5
All applicable 57 100.0
Consumer Reaction to Processed Sweet Potatoes
Consumers who indicated using processed sweet potatoes were asked to
rate the color, texture, and flavor of the processed product they had been
buying. They also were asked to rate the overall quality of each processed
form (canned or frozen). As with fresh sweet potatoes, all ratings were on a
scale of 1 to 9, with 1 being desirable and 9 being undesirable.
A majority of the respondents gave favorable ratings (1 to 4 on the scale)
to the various quality factors of processed sweet potatoes as follows:
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Processed Sweet Potatoes
Quality Percent of Respondents
factor rating favorably
Color 74.7
Flavor 67.1
Texture 64.2
The proportion of users giving favorable ratings was generally lower than
in the case of fresh sweet potatoes.
The overall quality of canned sweet potatoes was rated 1 to 4, or
favorably, by 73 percent of the users. Approximately 10 percent rated the
canned product from 6 to 9 (Table 20). Principal reasons given for unfavor-
able ratings were "overcooked, soggy," "bland," "coarse and stringy,"
and "off color" (Table 21).
Relatively few (64) of the respondents indicated using frozen sweet
potatoes. Seventy-eight percent of the users rated the overall quality of the
product from 1 to 4, or favorably. However, about 16 percent gave the
Table 20. — Consumer rating of the overall quality of canned sweet potatoes
Households
Rating 1 Number Percent
246 17.1
319 22.2
277 19.2
206 14.3
229 15.9
61 4.2
40 2.8
23 1.6
18 1.3
20 1.4
All applicable 1,439 100.0
1 Based on a scale of 1 to 9, with 1 = desirable, 9 = undesirable.
Table 21 . — Reasons given by consumers who gave unfavorable ratings to the overall
quality of canned sweet potatoes
Households
Reason for unfavorable rating Number Percent
Overcooked, soggy 52 36.6
Bland 38 26.8
Coarse and stringy 34 23.9
Off color 15 10.6
Poor quality 3 2.1
All applicable
142 100.0
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2
3
4
5
6
7
8
9
No response
frozen product an unfavorable rating (Appendix Table 19). Consumers
who gave the product an unfavorable rating felt it was "tasteless," ""too
sweet," or "poor quality" (Appendix Table 20).
Consumer Reaction to Sweet Potatoes Consumed in Public
Eating Places
Approximately 29 percent (613) of the users indicated they had con-
sumed sweet potatoes in a public eating place, such as a restaurant or
cafeteria. These respondents were asked whether they were satisfied with
the sweet potatoes served. The majority said "yes," but 22 percent (135)
said they were not satisfied (Appendix Table 2 1 ). The most frequent reason
for dissatisfaction was that the ^weet potatoes were tasteless or not sea-
soned. Other frequent reasons were that the sweet potatoes served were
"watery and mushy," "not appealing," "hard and dry," and "too
sweet" (Appendix Table 22).
Consumer Preferences Concerning Sweet Potatoes
Consumers were asked to indicate what they liked most about sweet
potatoes, generally. A majority (62 percent) of the respondents indicated
"sweet taste" as the thing they liked most. Other responses given fre-
quently were that sweet potatoes "complement certain main dishes," and
they are "a change from Irish potatoes" (Table 22).
Consumers also were asked to indicate what they disliked most about
sweet potatoes. More than half (53 percent) indicated "nothing in particu-
lar.
'
' Specific dislikes mentioned most frequently by other consumers were
"sometimes stringy," "high in calories," "sweet taste," and "difficult to
prepare" (Table 23). High price was listed as a dislike; however, not many
of the consumers indicated that price was a major concern.
Table 22. — Things consumers indicated they like most about sweet potatoes
Households
Like most about sweet potatoes Number Percent
Sweet taste 1,297 62.0
Complements certain main dishes 205 9.8
A change from Irish potatoes 198 9.5
Easy to prepare 60 2.9
Color 58 2.8
Nothing 43 2.0
Can be fixed a variety of ways 42 2.0
A change from other vegetables 41 2.0
A good holiday treat 38 1.8
Nutritional value 30 1.4
No response 79 3.8
All applicable 2,091 100.0
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Table 23. — Things consumers indicated they dislike most about sweet potatoes
Households
Dislike most about sweet potatoes Number Percent
Nothing in particular 1,117 53.4
Sometimes stringy 216 10.3
High calories 153 7.3
Sweet taste 122 5.9
Difficult to prepare 106 5.1
Sometimes have hard spots 80 3.8
Price too high 46 2.2
Spoil fast 44 2.1
Sometimes strong or bitter 28 1.4
Too dry 23 1.1
Inconsistent size 21 1.0
Prepackaging 13 0.6
Tough 10 0.5
Too soft, mushy, or overcooked 13 0.6
No response 99 4.7
All applicable 2,091 100.0
Fresh Sweet Potato Preferences.— Respondents who used fresh sweet
potatoes were shown visuals illustrating a range of sizes, shapes, external
colors, and internal colors of fresh sweet potatoes. They were asked to
select their preferences for each of the four characteristics. Each selection
was recorded by the interviewer according to an identification number on
the visual.
Sizes were illustrated in terms of diameter, in V^-inch intervals, ranging
from 1 Vi inches to 4 inches. Forty-six percent of the consumers selected a
sweet potato 2Vi inches in diameter as the preferred size. The preference for
30 percent was the next adjacent size of 3 inches. Preferences for the
2-inch and 3 1/2 -inch sizes were indicated by 9 and 12 percent, respectively
(Figure 1).
Six basic shapes of the sweet potato were represented in visuals shown to
respondents. Preferences of most consumers were distributed among three
basic shapes. A uniformly tapered (eliptical) sweet potato was selected by
39 percent. Twenty-six percent selected a slightly rounded shape, and 20
percent indicated a preference for sweet potatoes with a slightly elongated
shape. Some indicated preferences for either round or elongated sweet
potatoes, but very few selected the banana (rooty) shape (Figure 2).
Color gradations ranging from purple to cream white were used to
represent external color of fresh sweet potatoes. Preferences were concen-
trated in two intermediate groups (Figure 3). Approximately 66 percent
expressed preferences for copper colors. Preferences for rose colored sweet
potatoes were indicated by almost 28 percent. Very few expressed prefer-
ences for the purple, tan, or the cream white colors.
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Figure 1. — Size of fresh sweet potatoes preferred by consumers, five northeastern
U.S. cities, 1975.
copper
rose
purple
I I
tan
cream white
I I
Figure 3. — External color of fresh sweet potatoes preferred by consumers, five
northeastern U.S. cities, 1975.
Internal color of fresh sweet potatoes was represented by color grada-
tions ranging from deep orange to cream white. Preferences were strong for
the darker internal colors (Figure 4). Deep orange was preferred by 60
percent of the respondents. More than 21 percent expressed a preference
for orange, and 13 percent for light orange. Relatively few consumers
expressed preferences for the yellow or white internal colors.
Processed Sweet Potato Color Preferences.— Consumers were asked
to select their preferences from a visual illustrating color gradations of
processed sweet potatoes, ranging from deep orange to light yellow. Strong
preferences were indicated for the darker colors. More than 76 percent
chose the deep orange and orange colors (Figure 5).
Consumer Suggestions for Product Improvement
All consumers who used sweet potatoes were asked what they thought
needed to be done to make them better satisfied with fresh and with
processed sweet potatoes.
Fresh Sweet Potatoes. — When asked about fresh sweet potatoes,
approximately 36 percent said "nothing needs to be done" to make them
20
£50 1
deep orange
orange
1 ight orange
yellow cream white
1 I )
Figure 4. — Internal color of fresh sweet potatoes preferred by consumers, five
northeastern U.S. cities, 1975.
deep orange
orange
yellow
light orange
light yellow
i
Figure 5. — Color of processed sweet potatoes preferred by consumers, five north-
eastern U.S. cities, 1975.
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better satisfied with the product. Other responses were varied. Suggestions
mentioned relatively frequently were ' 'eliminate stringiness,
'
'
4
'pack more
uniform size," "reduce price," "don't prepackage," "increase shelf
life," "improve shape," and "need smoother skin" (Table 24).
Table 24. — What consumers think needs to be done to fresh sweet potatoes to make
them better satisfied with the product
Households
Things which would make consumers
better satisfied Number Percent
Nothing 747 35.7
Eliminate stringiness 1 30 6.2
Pack more uniform size 120 5.7
Reduce price 96 4.6
Don't prepackage
ACOJ 3.1
Increase shelf life OU z.y
Improve shape 55 2.6
Need smoother skin 47 2.2
Don't ship off-grade material 40 1 .9
Eliminate hard spots 37 1.8
Need to be juicier, improve flavor 30 1.4
Need darker skin color 26 1.3
Pack more consistent quality 22 1.1
Need to be firmer 17 0.8
Increase availability 17 0.8
Don't ship green sweet potatoes 16 0.8
Need to reduce calories 15 0.7
Provide educational material and recipes 10 0.5
Reduce damage in handling 8 0.4
Need to be drier 8 0.4
Don't know 106 5.1
No response 419 20.0
All applicable 2,091 100.0
Processed Sweet Potatoes.— About 35 percent of the respondents said
that nothing was needed to make them better satisfied with processed sweet
potatoes. Suggestions mentioned most frequently by the remaining con-
sumers included "eliminate sogginess," "improve flavor," "increase
availability," "greater quality control," and "improve color and texture"
(Table 25).
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Table 25. — What consumers think needs to be done to processed sweet potatoes to
make them better satisfied with the product
Things which would make consumers Households
better satisfied Number Percent
Nothing 736 35.2
Eliminate sogginess 146 7.0
Improve flavor 134 6.4
Increase availability 133 6.4
Greater quality control 103 4.9
Eliminate stringiness 98 4.7
Increase firmness 91 4.3
Reduce amount of liquid in cans 62 3.0
Improve color and texture 29 1.4
Reduce price 29 1.4
Need to be juicier 26 1.2
Provide greater choice of can sizes 22 1.1
Reduce calories 13 0.6
Use larger slices or wholes in can 12 0.6
Pack ready-to-serve in candied form 11 0.5
Some need to be softer 6 0.3
Provide educational materials and recipes 5 0.2
Don't know 95 4.5
No response 340 16.3
All applicable 2,091 100.0
Implications
Nonusers. — Most nonusers do not avoid sweet potatoes for reasons
having to do with product quality. The majority are nonusers because their
tastes and preferences are not favorable to the sweet potato. They simply
don't like sweet potatoes, or don't care for the sweet taste in a potato-type
food (some 12 percent of the households). Unless their tastes and prefer-
ences change, they must be considered out of the potential market for sweet
potatoes. A portion of the nonusers who avoid the sweet potato for reasons
other than tastes and preferences may be potential users if they are con-
vinced that sweet potatoes are not too much trouble to prepare, or that they
are not too high in calories.
Frequency of Use.— Most consumers who use sweet potatoes purchase
them infrequently. The product holds a cool-weather-holiday image for
many, somewhat similar to that of turkey or cranberries a few years ago.
Promotional efforts might encourage more frequent use of sweet potatoes
for reasons not confined to holiday meals. The potential for increasing
sweet potato consumption beyond the traditional holiday pattern could be
highly significant.
High Calorie Image. — The data clearly show that many consumers
class sweet potatoes in the high calorie food group. In fact, the sweet potato
23
is not among the foods that are highest in calories. Furthermore, the calorie
level of sweet potato dishes depends partly upon the method of preparation,
including additives such as sugar and butter. Promotional activities need to
include information to clarify this point and to emphasize the nutritional
value of the sweet potato.
Need for Consumer Information.— Many consumers are unaware of
the recommended procedures for handling and storing fresh sweet
potatoes. Consequently, they may become disenchanted with the product if
it goes bad. This could be avoided if consumers were adequately informed.
Prepackaging. — Many retailers offer sweet potatoes in prepackaged
form only. The prepackaged product reflects the material shipped to market
— the full range of sizes, shapes, etc. Prepackaging may be used as a
means of selling the variation received by the retailer. Otherwise some of
the undersirable sizes and shapes that get to market are passed over in the
open bin and eventually deteriorate. Many consumers want to buy a certain
number of sweet potatoes that are relatively uniform. They don't want to be
forced to take all sizes and shapes that go into a prepackaged unit. Faced
with this situation, sjme probably choose the alternative of not buying
sweet potatoes. Others probably buy reluctantly and less frequently.
Need for Greater Uniformity in Fresh Pack. — Sweet potatoes
packed for fresh market need to be more uniform in quality, particularly as
regards sweet potato size and shape. The data strongly suggest that fresh
sweet potatoes should be rigorously size-graded into rather narrow ranges
within a shipping container so that the largest root does not exceed the
smallest by more than about Vi inch in diameter. Different size groups
could be shipped in separate containers. Such packs would have greater
consumer appeal, an important consideration in view of the longtime
decline in per capita consumption of this product. The development of an
efficient technique for rigorous size-grading of sweet potatoes would be
needed to facilitate this change.
Public Eating Places. — There is some indication of the need for
improved methods of preparation to gain greater consumer acceptance of
sweet potatoes served in public eating places.
Consumer Preferences. — The preferences of consumers as regards
the color of processed sweet potatoes, the external and internal color of
fresh sweet potatoes, and the size and shape of fresh sweet potatoes were
made explicit by visuals used in this study. Other quality factors were rated
by consumers. Preference ratios, and the likes and dislikes expressed by
consumers, should be used as guides in sweet potato breeding programs, in
production programs, and in packing or processing operations.
Preferences for certain quality factors also may have implications for
current grade standards. The range in quality of sweet potatoes currently
going to market extends significantly beyond the preference limits of most
consumers.
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APPENDIX A
Methodology
Sample Design
The 2,525 observations included in the study were a sample of house-
holds from the metropolitan areas of Milwaukee (Wisconsin), Cincinnati
(Ohio), Pittsburgh (Pennsylvania), Rochester (New York), and Boston
(Massachusetts). 4 For purposes of the study, a household was considered
to be any occupied dwelling with cooking facilities. A personal interview
was conducted with the individual primarily responsible for decisions on
purchasing food items for the household. If sweet potatoes had been
prepared and served within the household during the year preceding the
interview, the household was considered a user. Otherwise, it was clas-
sified as a nonuser. Both users and nonusers were included in the survey.
Sampling Method
Household interviews were done under contract with a marketing re-
search firm in each of the five cities. 5 Sampling was done on the basis of
user household quotas for each city. However, limited information was
obtained from all nonuser households encountered in the process of fulfil-
ling user quotas. Sampling segments were selected at random from geo-
graphic strata of the metropolitan area of each city. 6 Sampling segments
consisted of sections of streets identified on a map of the metropolitan area.
User household subquotas were assigned to geographic strata approxi-
mately in proportion to population density. Interviewers were assigned
designated segments and instructed as to starting point and street side to
begin interviews. Each household on the designated side of the street was to
be included in the sample up to the point of a predetermined user quota. If
there was no response at a household on the initial visit, or if the individual
primarily responsible for food purchase decisions was not at home, one call
back was made in the evening. If the primary household could not be
contacted, or was not a user, the household directly across the street was
used as an alternate. If the alternate household could not be contacted, or
was not a user, the household to the right of the alternate was used. The
household to the left was used as a third alternate, if needed. If the assigned
4The sample is estimated to be approximately 0.1 percent of the population of the
metropolitan areas of the five cities.
interviewing was done under contract by the following firms: Bisbing Business Re-
search, Milwaukee, Wisconsin; B and B Research Services, Inc., Cincinnati, Ohio; Anita
Grupp Field Research Service, Pittsburgh, Pennsylvania; Slade Research Associates, Inc.,
Rochester, New York, and Performance Plus, Framingham, Massachusetts.
6An average of approximately 60 sample segments per city was selected. Occasionally a
segment fell within a neighborhood deemed unsafe for interviews. When this happened, a
replacement segment was selected at random.
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user household quota was not filled from a given sample segment, a
predetermined alternate segment in the vicinity was utilized under the same
procedure until the quota was filled. No deviation from the specified
procedure was permitted.
Sampling Reliability
The confidence limits for sample percentages presented in this report are
estimated on an approximate basis in the table below.
Approximate Confidence Limits
(Two standard errors)
Size of sample or
subgroup sample
For percentages around
50 40 or 60 30 or 70 20 or 80 10 or 90
2500 1.96 1.92 1.80 1.57 1.18
2100 2.14 2.10 1.96 1.71 1.28
1600 2.45 2.40 2.25 1.96 1.47
1500 2.53 2.48 2.32 2.02 1.52
1400 2.62 2.57 2.40 2.10 1.57
1300 2.72 2.66 2.49 2.17 1.63
1100 2.95 2.90 2.71 2.36 1.77
900 3.27 3.20 2.99 2.61 1.96
800 3.46 3.39 3.18 2.77 2.08
600 4.00 3.92 3.67 3.20 2.40
500 4.38 4.29 4.02 3.51 2.63
400 4.90 4.80 4.49 3.92 2.94
200 6.93 6.79 6.35 5.54 4.16
100 9.80 9.60 8.98 7.84 5.88
The probability is 95 in 100 that the sample percentages will not vary,
plus or minus, by more than the indicated amount from the results that
would have been obtained by interviewing all households in the study
areas. For example, 17.2 percent of all households in the survey were
classified as nonusers of sweet potatoes. The chances are 95 in 100 that the
percentage of nonusers among all households in the study areas would be
between 15.6 and 18.8 percent. The possible sampling variation would be
larger for subgroup samples because they include a smaller number of
interviews.
Aside from possible errors in consumer response and in the recording of
responses, two sources of nonchance variation could affect the magnitude
of the confidence limits presented. Occasionally, a sample segment fell
within a neighborhood deemed unsafe for interviewers. Such segments
were replaced with an alternate segment selected at random. Also, where a
primary household could not be included as a user or nonuser (not at home
on first and callback visits, or refused to be interviewed), an alternate
household was specified as explained earlier. To the extent that occasional
unsafe sample segments or missed primary households may differ from the
sample obtained, the confidence limits presented are understated.
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APPENDIX B
Findings presented in the following tables are from a consumer survey
conducted in 1975 in the metropolitan areas of Milwaukee (Wisconsin)
,
Cincinnati (Ohio), Pittsburgh (Pennsylvania), Rochester (New York), and Boston
(Massachusetts)
.
Appendix Table 1 . --Classification of respondents by type of employment
Households
Type of employment Use sweet potatoes Nonusers
or head or household Number Percent Number Percent
Professional or technical 485 23.2 102 23.5
Managerial 233 11.1 45 10.4
Clerical 68 3.3 22 5.1
Sales worker 138 6.6 23 5.3
JCl VltC WUJ.NCI 172 8.2 29 6.7
Skilled labor 245 11.7 47 10.8
Semiskilled labor 288 13.8 49 11.3
Unskilled labor 33 1.6 11 2.5
Retired or unemployed 372 17.8 66 15.2
No response J 1 2.7 40 9.2
Total 2,091 100.0 434 100.0
Appendix Table 2 . --Classification of user a nd nonuser respondents by income
group
Households
Family income Use sweet potatoes Nonusers
before taxes Number Percent Number Percent
Less than $3,000 72 3.4 10 2.3
$3,000 to $4,999 114 5.5 18 4.1
$5,000 to $7,999 140 6.7 26 6.0
$8,000 to $9,999 202 9.7 38 8.8
$10,000 to $14,999 574 27.4 123 28.3
$15,000 to $24,999 540 25.8 101 23.3
$25,000 or more 203 9.7 41 9.4
No response 246 11.8 77 17.8
Total 2,091 100.0 434 100.0
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Appendix Table 3 . --Classification of user and nonuser respondents by age group
Households
Age group
of respondent
Use sweet potatoes Nonusers
Number Percent Numbe r Percent
Under 25
36 - 50
51 - 65
66 and over
No response
82
481
729
555
239
5
3.9
23.0
34.9
26.6
11.4
.2
30
146
121
78
44
15
6.9
33.6
27.9
18.0
10.1
3.5
Total 2,091 100.0 434 100.0
Appendix Table 4 . --Classification of user and nonuser respondents by level of
schooling
Total
Level of
school
completed
Elementary or part
high school
High school
Some college or
vocational training
College degree or beyond
No response
Households
Use sweet potatoes
Number Percent
336
969
400
368
18
16.1
46.3
19.1
17.6
.9
2,091 100.0
Nonusers
Number
44
203
90
75
22
434
Percent
10.1
46.8
20.7
17.3
5.1
100.0
Appendix Table 5 . --Classification of user and nonuser respondents by
Households
Use sweet potatoes Nonusers
Race Number Percent Number
Percent
White
Nonwhite
Not specified
1,990
89
12
95.2
4.2
.6
410
8
16
94.5
1.8
3.7
Total 2,091 100.0 434 100.0
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Appendix Table 8 .- -Frequency of purchasing sweet potatoes, by race of re-
spondent
Times Race of respondent
purchased
during White Nonwhite Not specified
year Number Percent Number Percent Number Percent
1 231 11.6 7 7.8 2 16.7
2 363 18.3 7 7.8 0 0.0
3 263 13.2 5 5.5 1 8.3
4 244 12.3 7 7.8 3 25.0
5 6 .6 4 4.4 2 16.7
6 212 10.7 9 10.0 1 8.3
7 19 0.9 0 0.0 1 8.3
8 35 1.8 2 2.2 0 0.0
9 6 0.3 1 1.1 0 0.0
10 49 2.5 8 8.9 2 16.7
11 • %V 0.1 1 1.1 0 0.0
12 234 11.8 15 16.7 0 0.0
13 - 24 122 6.1 11 12.2 0 0.0
25 - 48 48 2.4 7 7.8 0 0.0
49 - over 23 1.2 6 6.7 0 0.0
No response 5 0.2 0 0.0 0 0.0
Total 1,989 100.0 90 100.0 12 100.0
Appendix Table 9,, —Where consumers usually bought their fresh sweet potatoes
Source of Households
sweet potatoes Number Percent
Food store 1, 455 90.9
Farmers 1 market 62 3.9
Roadside stand 58 3.6
Other 13 0.8
No response 13 0.8
Total 1, 601 100.0
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Appendix Table 10. --When sweet potatoes were purchased by consumers who
bought the product only during certain months
Month sweet potatoes Households
purchased
.
January
February
March
April
May
June
July
August
September
October
November
December
November -December
Fall months
Winter months
November -March
No response
Number Percent
o 0.0
o 0.0
2 0.3
2 0.3
2 0.3
3 0.4
3 0.4
2 0.3
6 0.8
10 1.3
19 QLi. o 7
16 2.1
298 38.7
38 4,9
184 23.9
93 12.1
11 1.4
769 100.0Total
Appendix Table 11 . --Consumer indications of problems with sweet potatoes
going bad in storage
Households
Response Number Percent
Experienced problems with stored sweet potatoes
No problem with stored sweet potatoes
No response
244
1,191
30
16.7
81.3
2.0
Total 1,465 100.0
Appendix Table 12 .- -Consumer indication of satisfaction with the size, shape,
external color, and internal color of fresh sweet po-
Item
Response
Satisfied Not satisfied No response
Number Percent Number Percent Number Percent
Size 1,348 84.2 245 15.3 8 0.5
Shape 1,469 91.8 124 7.7 8 0.5
External color 1,509 94.2 83 5.2 9 0.6
Internal color 1,526 95.3 66 4.1 9 0.6
32
Appendix Table 13 . --Consumer rating of the baking quality of fresh sweet po-
tatoes
Households
Rating" Number Percent
1 279 17.4
2 337 21.0
3 •37cJ /_>
4 272 17.0
j 206 12 .
9
6 47 2.9
7 32 2.0
8 17 1.1
9 6 0.4
No response 30 1.9
± Ota 1 1,601 100.0
* - Based on a scale of 1 to 9, with 1 = desirable and 9 = undesirable
Appendix Table 14. - -Consumer rating of the texture of fresh sweet potatoes
Households
Number Percent
1 296 18.5
2 420 26.2
3 409 25.6
4 206 12.9
5 167 10.4
6 47 2.9
7 28 1.8
8 18 1.1
9 5 0.3
No response 5 0.3
Total 1,601 100.0
* - Based on a scale of 1 to 9, with 1 = desirable and 9 = undesirable
Appendix Table 15 .- -Consumer rating of the flavor of fresh sweet potatoes
Households
Rating* Number Percent
1 606 37.9
2 408 25.5
3 291 18.2
4 122 7.6
5 121 7.6
6 18 1.1
7 12 0.7
8 10 0.6
9 8 0.5
No response 5 0.3
Total 1,601 100.0
Based on a scale of 1 to 9, with 1 = desirable and 9 = undesirable
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Appendix Table 16 .- -Consumer rating of the color of processed sweet potatoes
Households
Number Percent
Ivct L J. Ilp,
364 22.7
1
2
353 22.0
3
309 19.3
4 171
10.7
5
148 9.2
6
7
39 2.4
21 1.3
8
9
11 0.7
13 0.8
174 10.9No response
Total 1,603 100.0
Based on a scale of 1 to 9, with 1 = desirable and 9 = undesirable
Appendix Table 17 .- -Consumer rating of the texture of processed sweet
potatoes
Households
Rating* Number Percent
1 234 14.6
2 314 19.6
3 281 17.5
4 201 12.5
5 215 13.4
6 84 5.3
7 63 3.9
8 25 1.6
9 14 0.9
No response 172 10.7
Total 1,603 100.0
- Based on a scale of 1 to 9, with 1 = desirable and 9 = undesirable
Appendix Table 18. --Consumer rating of the flavor of processed sweet po-
tatoes
Households
Numbe r Percent
1 288 18.0
2 343 21.4
3 277 17.3
4 167 10.4
5 203 12.7
6 59 3.7
7 49 3.0
8 20 1.2
9 25 1.6
No response 172 10.7
Total 1,603 100.0
Based on a scale of 1 to 9, with 1 = desirable and 9 = undesirable
34
Appendix Table 19 . --Consumer rating of the overall quality of frozen sweet
potatoes
Households
Rating* Number Percent
1 21 o n q
2 1Z
3 11 17.2
4 6 9.4
5 4 6.2
6 1 1.6
7 2 3.1
8 1 1.6
9 6 9.4
No response 0 0.0
Total 64 100.0
* - Based on a scale of 1 to 9, with 1 = desirable and 9 = undesirable
Appendix Table 20. --Reasons given by consumers who gave unfavorable ratings
to the overall quality of frozen sweet potatoes
Reason for Households
unfavorable rating Number Percent
Too sweet 3 30.0
Tasteless 3 30.0
Poor quality 1 10.0
No response 3 30.0
Total 10 100.0
Appendix Table 21.- -Consumer indications of satisfaction and dissatisfaction
with sweet potatoes consumed in public eating places
Households
Response Number Percent
Satisfied 470 76.7
Not satisfied 135 22.0
No response 8 1.3
Total 613 100.0
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Appendix Table 22. --Reasons given by consumers who were dissatisfied with
sweet potatoes consumed in public eating places
Households
Reason for dissatisfaction Number Percent
Tasteless; not seasoned 40 29.6
Watery, mushy 22 16.3
Not appealing 20 14.8
Hard and dry 13 9.6
Too sweet 10 7.4
Fiberous 7 5.2
Overcooked 4 3.0
No response 19 14.1
Total 135 100.0
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